This report is the property of Dublin City University and is considered strictly confidential. It contains information only for the person or company to whom it is transmitted. With receipt of this specification, the recipient acknowledges and agrees that: (a) in the event the recipient does not wish to pursue this matter, this document will be destroyed or returned, to the address listed on the contacts page as soon as possible; (b) the recipient will not copy, fax, reproduce, divulge, or distribute this confidential document, in whole or part, without the expressed written consent Dublin City University; (c) all of the information herein will be treated as confidential material with no less care than that afforded to your own company confidential material. This restriction does not limit the right of the Recipient to use information contained in this document, if it is obtained from another source without restriction. The remainder of this report sets out our research findings and response to the requirements set out in the Research Agreement.
1.
Respondents indicate widespread broadband use and Internet technologies are used extensively for a variety of administrative activities however many respondents indicate that they have not adopted technologies for industry-related activities such as digital workflow. While respondents indicate that technological developments will have a negative impact on apprenticeship numbers, craft skills and employment numbers, they recognise that technology will reduce unit costs and also have positive impacts by increasing capacity, production flexibility, sales, marketing, customer service, and quality.
Despite the 2005 Report emphasis on the need for greater investment in sales and marketing, those surveyed indicate a low usage level of digital marketing and other modern marketing techniques.
Section 5 outlines our recommendations to the Print and Packaging Forum regarding further studies and actions at an industry level.
If you have any queries about this report please do not hesitate to contact Theo Lynn (theo.lynn@dcu.ie)
3.

BACKGROUND AND RESEARCH METHODOLOGY
BACKGROUND
The • Employment levels
• Export activities
• Use of technology
• Recruitment and training activity
• Firm perception of performance Initially, it was envisaged that the study would be supplemented by additional research by the Printing and Packaging Forum by means of a pre-existing survey and by interviews with large print, paper and packaging companies operating in Ireland. Due to budget, resource and time constraints, this data did not materialise and the findings in this report are limited to the online survey carried out by DCU.
The response rates, and the self-reporting nature of the survey, suggest that the results should not be considered to be definitive.
AIM OF THE STUDY
The aim of the study is to provide a snapshot of the Irish Print and Packaging industry's view of its own performance. It examines the activities undertaken by the sector and the issues it is currently facing and where possible provides the basis of comparison with the 2005 Report.
Due to the limited budget and response rate, the utility of the study is limited to informing the Print and Packaging Forum's strategy for the industry and specifically in achieving future survival and competitiveness. The study also serves to review, identify and prioritise the key factors in respect of the provision of a sufficient level of skills for the future development of the industry. Report.
DEFINITION OF THE INDUSTRY
To address these weaknesses, recommendations are made in relation to further research in the definition of the industry and the maintenance of data on an ongoing basis.
RESEARCH METHODOLOGY
The research comprised an online quantitative survey emailed to 711 companies. 
THE INDUSTRY REVIEW OF ITS OWN PERFORMANCE
PROFILE OF RESPONDENTS
Primary Business Activities
Respondents to the online questionnaire were asked to select which business activities best described their business. Respondents selected packaging, paper, pre-press, printing process, newspapers, services and other, to include signage, games manufacturing, and 3D digital publication conversion.
Printing Process
64.5% and 63% of respondent firms selected sheet fed offset printing and digital printing respectively as their primary business activity. 32% consider their main business activity to be the finishing of the printing process. Nearly 10% describe their business as web offset printing. Flexographic printing and screen printing equally were selected by 5% of respondents. No respondent firms described their business as gravure printing.
Services
In the services segment, design services (43.5%) were the most prevalent primary business activity selected followed by book binding/finishing (16%); 14.5%
describe their business as a total solution provider and a further 10% as fulfilment or turnkey service providers. Only 8% of respondents described their business as a print broker. Nearly 5% of respondent firms described their primary business activity as supply chain management. No respondent firms described their business as forme making.
Pre-press
Only 16% of respondent firms would describe their business activity as providing pre-press digital solutions. A further 16% identified computer-to-plate pre-press printing as their business activity.
Packaging
Only 6.5% of respondent firms describe their business as being in the packaging industry and specifically cartons; 3% are in the packaging business, in particular for labels. None of the respondent firms describe their business as having activity in manufacturing or producing corrugated cases, flexible packaging, or other packaging.
Paper
No respondent firms would describe their business as being in the paper industry, including paper wholesaling and manufacturing, paper conversion or paper bags and sacks.
Newspapers
No respondent firms would describe their business activity being in national newspapers, provincial newspapers, free-sheets or community papers.
Nationality of Companies
Approximately 98% of firms surveyed are wholly Irish owned. Just over 1% of respondent firms are US firms and one firm stated that they are a UK franchisor.
Ownership Structure
The majority of companies (74%) surveyed are privately owned. Almost 13% are
Public Limited Companies, 11% of companies are sole traders and over 1% are multinational companies. No respondent firms stated that they were co-operatives.
Other responses indicated that two companies surveyed were franchises and one was a partnership.
A limitation of the survey is that categories of organisational structures are underrepresented in the sample used.
Age of Companies
The average age of respondent companies is 22 years, having been established in 1989; 17 companies indicate that they were established between 2000 and 2010.
Company Turnover
Of the respondent companies, 37% stated they have a turnover under €500,000.
The majority of companies (46.8%) have a turnover between €500,000 and €2m.
Almost 5% of companies have a turnover of between €2m and €5m. Just under 10% of companies have a turnover between €5m and €20m. If extrapolated, this would indicate a highly fragmented industry. Larger companies may have been more likely to respond to the survey, so the 'real' average turnover may be even less. But this small average size of firm and high fragmentation is likely to exist in this industry in other countries, too.
.
Distribution of Sales -Countries
The Irish print and packaging Industry is very much dependent on the domestic market. Results of the survey show that 98% of respondents identified the Republic of Ireland a source for a majority of total turnover in 2009. The most notable export markets are Northern Ireland, the UK, and Eastern Europe, however the highest percentage (23%) exported by one firm is to the UK.
Small amounts exported go to a wide variety of different locations, such as
Central Europe, other EU states, the US and one firm exports to New Zealand. No company surveyed indicated that they were involved in heavy export activities. The chart below illustrates the percentage of respondents who supply each sector, however, as some firms supply more than one sector, the distibution of sales per sector is in excess of 100%.
The majority of respondent firms attributed a percentage of total turnover to sales to the public bodies sector. Following the public sector, print management and the food and drink sector were identified as being a source of turnover in 2009.
Notably, five firms identified the media sector as contributing to over 50% of their total turnover. Four firms stated that over 50% of their sales are from print management companies. One firm indicated that 95% of sales are attributed to what was described as the Not for Profit sector.
Other sectors and sources of revenue as noted by respondent firms in 2009 were specified by as follows:
• Office supplies
• Self-employed trades
• Design agencies
• Small service companies
• Communications agencies
• Religious organisations
• General public
• Not for Profit sector
The percentage of turnover per sector cannot be determined from survey data, as many firms did not allocate 100% of turnover to one or more sectors. Therefore weighted measurement of distribution of sales per sector cannot be determined.
Analysis is based on frequency of response rather than weighted response, as indicated in the previous chart.
Trends in Sales
Industrial production and turnover indices by Industry sector which have been reported sales remained the same, while 16% saw an increase in their sales.
Trends in Sales -International
Nearly 53% of respondent companies do not export at all. Only 2.6% of companies surveyed are exporting more than 75% of their total sales. Export sales account for between 10% and 20% of total sales of less than 20% of respondents.
Approximately 16% of respondents reported export sales of under 5% of total sales.
The Irish market has seen increased foreign competition over the past few years;
particularly from Eastern European and Asian markets. Companies surveyed were asked to estimate, in euro, how much sales they had lost to foreign competitors in 2009. Respondents indicated lost sales to international competition ranged from €2,500 to €6m. Nearly 10% of respondent firms believed they lost €10,000, a further 10% believed they lost €100,000 of sales to foreign competition and 23% of the respondent firms stated that they did not know or could not estimate sales lost to foreign competitors. A further 21% stated that they had lost zero or no sales to foreign competitors.
Number of Employees
Average Employees per Firm
In 2010, companies surveyed employed an average of 21 employees per firm (compared to 45 in the 2005 Report). The sum of employees of respondent firms is 1,281; 67% male and 33% female.
Full-time Employees
The sum of full-time employees in respondent firms was 833; 65% male and 35% 
Part-Time Employees
The sum of part-time staff employed by respondent firms was 120. It may be of interest that here there are significantly more female (57%) than male (43%) employees reported. On average, respondent firms employ 2 part-time staff.
Age Profile of Employees
The overall age profile of employees in the respondent companies is relatively young. The graph below is not indicative of the age-spread of employees in the Industry as many firms provided the number of employees in each age bracket, rather than the percentage of employees in each age bracket. Therefore an accurate age profile can not be determined. However, 14 firms stated that 50% or more of employees fall within the 30-40 age bracket, 6 firms stated that 50% or over are under 30 and, 6 firms stated that 50% or over are aged 40-50. 2 firms noted that 50% or more of employees are aged 50+.
Employment by Occupation
As previously noted, there was an average employment of 21 people per respondent firm. The operational structure of the average firm in this sector is as
Apprenticeship Programme and Training
A total of 19 apprentices were hired by 13 respondents over a three year period between 2007 and 2010.When asked where companies had sourced new recruits over the past three years, the majority stated that they had not hired any new recruits or that the people they hired received in-house training, were recruited by advertising the job, or from FÁS.
Although many companies stated that they provide in-house training, over 91% do not have a written training plan in place. Of all the companies surveyed, only one company spent over 2% of total payroll expenses on training. This company stated that they allocate 40% of their total payroll to training. 73.5% believe that the DIT Printing School is a vital resource for the Printing Industry.
Over 81% were aware of the Design, Print and Packaging Skillnet, however, over 65% had not participated in it. When asked what factors prevented them from participating, ignorance of its existence, costs involved, and lack of time were mentioned.
Level of Vacancies
The vast majority of respondent companies ( 
Level of Labour Turnover
The highest labour turnover was in sales (35%), operatives (35%) and craftspeople (15%). The lowest turnover rates were among professional/technical personnel (1%) and administrative staff (1%).
KEY PERFORMANCE INDICATORS
Capacity Utilisation Levels
The minimum capacity utilisation level of companies participating in the survey was 30% during 2009. Over 58% of the companies indicated that they were operating at less than 70% of capacity with over 36% between 30% and 60%.
Approximately a quarter were operating at between 70%-90% capacity. Only 1% said they were operating at 91-100% capacity utilisation. Nearly 14% of firms provided no answer or could not determine their capacity utilisation. When compared to the 2005 Report this indicates lower overall capacity utilisation.
Expected Lead Times
Expected lead time was on average three days. The minimum lead time was one day with a maximum lead time of 28 days. This is a significant reduction in expected lead time when compared to the 2005 Report. This may be explained by efficiencies and productivity gains resulting from new equipment and the use of web-based technologies and technological developments such as web-to-print, especially for short print runs.
There may also be an element, in the context of recession, of margins being sacrificed to meet turnaround pressures.
Lost Time Due to Breakdowns
Time lost due to breakdowns ranges from zero to 15%. Although the sample size and population differ from those of the 2005 Report, there is evidence of a 5% decrease on the maximum time lost due to breakdowns in comparison to the 2005 Report.
Percentage of Companies Undertaking Benchmarking
Over 80% of companies surveyed undertake benchmarking. In general, when compared to the 2005 Report, this implies a significant increase (43%) in the number of firms reporting the use of benchmarking. However, it is likely that if 'benchmarking' was clearly defined the proportion of respondents claiming to undertake benchmarking would be lower.
Average Capability Ratings
Companies were asked to rate themselves against their Irish and overseas competitors on 10 different capabilities.
In comparison with other Irish companies, companies surveyed rated themselves stronger in turnaround time, quality and production skills. The weakest capabilities are deemed to be in financial resources, costs, raw materials and access. This does not represent a significant change from the 2005 Report.
Average Capability Ratings Against Irish Competitors (1=Weak, 5=Strong)
Average Capability
Ratings
In comparison to foreign competitors, companies rated themselves as having strong capabilities in turnaround time, quality, and customer service/marketing. In order to create quality benchmarks within the Industry, the representative industry bodies should consider enforcing quality standards amongst firms. In order to establish resource sharing amongst Industry players, a common quality standard and requirements will need to be established so that trust is not an issue for sharing resources, workload and capacity.
Financial resources 2.45
Relative cost position 1.95
Value Added Services
Considering that respondent companies believe that industry capabilities in customer service and marketing are strong, it is surprising that only just over half the respondent companies intend to introduce value-added services by the end of 2010. In order to compete in the market, firms will have to increase their capacity to identify, integrate and provide value-added and tailored services to customers.
Impact of Technological Development
The Internet, developments in web-based technologies and digital printing are considered to be the main technological developments that will impact company development over the next two years. Among other technological developments mentioned are the digitization of documents and print specific developments such as wide format printing and web-to-print technologies.
Companies surveyed were asked what impact they think technological developments will have on a specific list of industry factors (see questionnaire).
Technological developments are expected to have a negative impact on apprenticeship numbers, craft skills and employment numbers. However, it is felt that technology will reduce unit costs, increase capacity, improve MIS, enhance management/supervisory skills, increase production flexibility and sales, and improve marketing, customer service and quality.
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The chart below illustrates respondent's attitudes towards the implications of technological developments on Industry factors. The height of the columns in the chart is indicative of the number of firms responding in each case.
Use of Internet Technologies
Since the 2005 Report, the use of broadband for business purposes has increased sharply with over 98% of businesses now using broadband. The most popular online facilities are online banking (57.4%), online proofing (45.9%), and the use of MIS systems (34%). This confirms wider industry trends relating to the digitisation of the prepress process. While the use of industry-related technologies has increased since the levels reported in 2005, many of these technologies are still not in use by the majority of companies e.g. digital workflow (32.5%), online ordering (23%) online tracking (21%), web interface (18%) and web-to-print (11%).
Digital Marketing
Further analysis was undertaken concerning those using Internet technologies for marketing purposes.
General Digital Marketing
The vast majority (87%) of respondent firms have a company website. While 29% have had this website for five years or more, 12% of companies had set up their company website in the previous year. A remaining 13% do not have a company website.
Maintenance of websites is poor. Only 34% of firms surveyed had updated their website in the previous month; 28% had updated their site in the previous 6 months; 23% had updated their site in the previous year; 6% in the previous two years and 9% had not updated their website in the previous two or more years.
This indicates a low level of usage of websites for commercial transactions.
Only half of the respondent firms engage in email marketing. This may reflect the lack of CRM (Customer Relations Management) skills reported earlier and represents a significant opportunity for marketing in this sector.
Although 41% of respondent companies claim to engage with online commerce, only 23% said they use online ordering for their business. The difference between these two may be explained by the fact that some firms use online commerce to purchase inputs, but not to sell their own products or services (or vice versa). It may also be explained by the possibility that some of the respondents did not understand the questions.
Most (69%) companies surveyed do not engage in online PR. This may signify that there are opportunities for companies to use online PR as a free online marketing tool. Companies may need to be educated on how to use online PR most effectively for their businesses.
The majority (54%) of companies surveyed do use e-tenders as a sales source. This is positive, but there are still 46% who are not using e-tenders as a potential source for clients. There is potential for information sharing amongst firms in the industry on how to find tenders on-line and also how to respond to e-tenders. This may also represent a lack of knowledge or confidence in responding to tenders.
Online Advertising
Most (61%) companies surveyed are not using online advertising such as Google Adwords, Facebook advertising etc. Only 39% of firms are using online advertising as a marketing tool. This is lower than expected. Again, informing companies within the industry of how they can use online advertising for their business would be of benefit.
Of the respondents who use online advertising, 50% found it to be a successful marketing tool for their company. However, 36% said they found online advertising neither successful nor unsuccessful. This may be because they do not monitor and perhaps do not know how to monitor the effects of their online advertising.
The percentage of marketing budget allocated to online advertising is minimal. Of companies who do engage in online advertising, 51% allocate between 0-5% of their marketing budget to the activity.
Search Engine Optimisation (SEO)
Although 87% of respondents have a company website, only 39% engage in SEO activities. This suggests a great deal of unexploited potential to engage in SEO activities and enhance company visibility online. Of the companies who do engage in SEO activities, 59% said that this activity is managed externally.
Social Media Marketing and Social Networking
Of the companies surveyed, 63% do not engage in social media or social networking activities; 22% of respondents said that their firm had created several
The Print and Packaging Forum 35 social network accounts, but do not update them regularly. Only 9% of companies surveyed actively use social networks for networking and generally keeping in contact with clients, suppliers or partners. Just over 3% use social networks to find new customers and improve relationships with stakeholders. Only 1% of companies surveyed devote marketing budget to social networking activity in order to improve business activities, disseminate information about the firm and its products, reach and retain customers, and have been successful in doing so.
Companies surveyed are relatively new to social media marketing (SMM); 41% had been using SMM tools for less than 3 months and 32% had been using it between 3 and 6 months prior to the survey. Only 9% of firms have been using SMM for at least two years.
Respondents were asked to tick the relevant statements which applied to their company's use of social media. The majority of respondents (57%) said that none of the uses listed in the survey were relevant to how they use social media. None of the respondent firms use social media for monitoring competition or brand sentiment. There is clearly a great deal more potential in the application of social media for marketing than is currently being exploited by this sector.
Over 38% use social media for generating exposure for their businesses. Over 31% use social media to drive traffic to their company website. 23% use the tools
The Print and Packaging Forum 36 for staying in touch with business contacts, and a further 23% stated that they use it for informing customers about promotions and special offers. ScribD. It may be that companies are not aware of the features and benefits of using some of these platforms for online marketing.
Nearly all (96%) of the respondent firms do not use a social media aggregator such as Hootsuite or Tweetdeck to manage and monitor their social media activity.
Such tools reduce the perceived workload of SMM and enable a user to manage a number of accounts and social networks from one location.
RECOMMENDATIONS
INTRODUCTION
This chapter contains the major conclusions and recommendations of the report.
They are presented under six headings:
• Defining the industry
• Overcapacity and industry structure
• Costs and investment
• Technology 
DEFINING THE INDUSTRY
Romano and Broudy (2010) Among the issues that may need to be considered are:
(a) whether one forum should represent both the print and packaging sectors, (b) how those sectors should be defined, and (c) how the sectors should be analysed and tracked over time, for example which companies should be included in surveys.
OVERCAPACITY AND INDUSTRY STRUCTURE
The Irish print and packaging industry remains highly fragmented; the majority of the industrial structure is composed of micro-enterprises employing less than 15
employees. Over 80% of the companies surveyed generated less than €2m each in annual turnover. The industry is largely focussed on servicing the Irish and UK markets. Internationalisation outside of these markets is limited.
While improving slightly, the overcapacity or low capacity usages rates identified in In line with recent European industry recommendations, it is essential that the industry is made aware of the scale and implications of overcapacity and that a shared vision for the industry which includes reduction in capacity (without infringing EU law) be developed.
It is recommended that a comprehensive audit of capacity within the industry be carried out to identify the exact scale of the overcapacity issue.
A socially responsible approach to restructuring the Irish printing and packaging industry should be adopted, in line with the recommendations of the report: "The Future of the European Print Industry -In Our Own Hands" and the associated Socially Responsible Restructuring Toolkit. (2010) suggests those companies adding services are in a better financial situation.
However, investment by Irish companies would seem to focus on equipment and machinery in order to enhance capacity and productivity rather than on differentiating through value added services. 3 Regardless, the perception by the industry is that the Irish industry is not competitive internationally.
It is recommended that investment in (i) communication and (ii) training for senior management and owners of printing and packaging firms be undertaken. This follows the conclusion that there is overinvestment in equipment for efficiency rather than service innovation. Printing and packaging firms should be encouraged to avail of innovation programmes. The industry should consider coordinating and establishing a National Competence Centre in Next Generation Printing (and Packaging) to identify a roadmap for future value added services for the industry.
TECHNOLOGY
Technology has impacted consumers and suppliers of print and packaging. It is recommended that an audit of key technology options be undertaken to assess the variety of technical equipment, print processes and value added services being offered. As these technologies can be categorised by quality, quantity, time, environmental impact and costs, this may establish potential opportunities for repositioning. This will inform capacity building, marketing and funding requirements at a firm and industry level.
MARKETING
The 2005 Report identified marketing as a weakness. The weaknesses identified were primarily related to exporting, new product development and industry representation to government. It is clear while these weaknesses largely remain present, there is now a further weakness in the capacity of the companies surveyed to utilise technologies for sales and marketing at any level. This is manifested in low budget allocation to sales and marketing but also within that budget of allocations to digital marketing. Many companies in other economies, both low cost and higher, are making use of search engine optimisation, search engine and other digital advertising, social media, online PR and other low cost, success-based digital marketing techniques to good effect. Again, while the global availability of these technologies means that the use of these technologies is unlikely to result in a competitive advantage, it may result in a disadvantage to those firms who fail to exploit them.
As per the 2005 Report, it is recommended that the provision of strategic marketing capacity-building measures be provided to owners and managers of companies operating in the sector. It is also recommended that sufficient funding be provided to upskill existing marketing staff with digital marketing skills and to seek State aid and support for the placement of graduates in the printing and packaging industry with new digital marketing skills.
REPRESENTATION
While the Printing and Packaging Forum has established a forum for the industry, While the Forum has been involved in many such activities, as recommendations from European level research they confirm the need for the Forum to continue. A properly funded Forum for the industry could expand its portfolio of activities to cover more of these recommendations.
